This article describes the content and delivery of a course on E-commerce strategy to senior computer information systems (CIS) majors in the Kelley School of Business at Indiana University. The course is designed to provide technically oriented CIS students with an appreciation for the organizational and strategic issues facing managers in a digital world. To that end, we emphasize the strategic rather than the technical concerns of electronic commerce.
I. INTRODUCTION
As Information Systems educators we are faced with the dual task of enhancing the technical skill set of our students while also ensuring that students understand the impl ications of technology implementation and use for individuals and organizations. This task is not easy. Students get instant gratification from technical skills. On the surface, more technically skilled students often gain internships and permanent positions faster than their lesser skilled colleagues.
Employers pay higher salaries to students who can program, design, implement, or maintain complex networks, databases, and systems. It is not surprising then, that our CIS students demand more hands-on skills (something they can include on their resume), and often reject non-technical experiences.
However, it is precisely these non-technical experiences that attract employers to our students. In fact, employers, though they encourage students to gain as much technical experience as possible, truly value those students who also can think beyond the technology. They want skilled students who think strategically about technology implementations and who recognize that change must be managed. And anecdotal evidence from our recruiters suggests that students who combine technical skill with strategic and managerial knowledge are likely to advance faster, survive layoffs, and can ultimately make the greater impact on their organizations.
The balance between technical skills and managerial knowledge has long been a tension in the CIS undergraduate curriculum at Indiana University. We struggle with the number of required programming courses, careful not to make our program resemble that of the computer science department. We debate the content of our analysis and design courses. And we expend great effort constantly reviewing the topics presented in our introduction to MIS courses; trying to gauge the correct mix of hands-on technical skills and management concepts. No w, as we develop courses in E-commerce, we must again make This article describes the content and delivery of a course on E-commerce strategy in which we chose to emphasize strategic concerns as they relate to the technology and models of E-commerce. The course was first offered to senior CIS majors in the Kelley School of Business at Indiana University in the Fall 2000 semester. We discuss the course, the challenges we faced in course delivery, and the outcome of the course from student, employer, and instructor perspectives.
II. COURSE MOTIVATION
Electronic commerce can be defined as "technology-mediated exchanges between parties (individuals, organizations, or both) as well as the electronically based intra-or interorganizational activities that facilitate such exchanges" (Rayport and Jaworski 2001 pp. 3) . Organizations use electronic commerce to provide customer service, to interact with internal and external stakeholders, to advertise, and to distribute products and services. Business-to-business (B2B) ecommerce accounts for the largest portion of e-commerce revenues. The value of goods and services exchanged between businesses in U.S. B2B e-commerce is expected to rise from $282 billion in 2000 to $4.3 trillion by 2005 [CyberAtlas, 2001] . B2B trends include participation in vertical portals, business exchanges and marketplaces, and the use of application service providers. On the consumer side, a recent UCLA study reports that 72.3% of Americans are online [Cole et al., 2001] . In the third quarter of 2001, these consumers accounted for $7.5 billion in retail sales, an increase of 8.3% from the second quarter of 2001 [US Census, 2001] .
Competition for these dollars on both the business and consumer side of e-commerce is fierce. And with websites going on-and off-line daily, it is not sufficient for a company to create a website and sit back and wait for the Communications of AIS, Volume 7 Article 22 5 Taking the Technology Out: Using a Strategic E-Commerce Focus in the CIS Classroom consumers to come. If they build it, customers may or may not come.
Consequently, an effective E-commerce strategy is vital for success.
It is no wonder then that companies search for E-commerce employees who not only understand the technology but who also have the analytical capability to manage the strategic challenges of the volatile business and consumer E-commerce environments. Clearly, these business trends indicate a great need for professionals who understand both the value of using electronic commerce as a comprehensive business strategy and the technology needed to develop such electronic commerce applications. Thus, this course is designed to provide technically oriented CIS students with an appreciation for the organizational and strategic issues facing managers in a digital world. In this course we focus on electronic commerce strategy.
III. COURSE DESCRIPT ION
This course investigates how a variety of organizations (private, public, and non-profit) are using electronic commerce applications to reach their organizational goals. These applications i llustrate consumer to business, business to business, and intra-organizational electronic commerce in physical as well as digital products and services. We highlight the different business models underlying these electronic commerce applications, and discuss them from both an operational and strategic perspective. We use several key questions to focus our inquiry into the world of electronic commerce:
• Who are the customers?
• What is the industry environment?
• How can e-commerce be used to deliver a particular good or service?
• What model of e-commerce should the organization use?
To answer these questions, we examine a wide variety of examples to see what strategies were successful in the past and what strategies are likely to Communications of AIS, Volume 7 Article 22 6 Taking the Technology Out: Using a Strategic E-Commerce Focus in the CIS Classroom succeed in the future. In addition, we discuss basic infrastructure, security, and privacy issues.
Discussions of technology are complemented by demonstrations and/or laboratory sessions as appropriate. However, this course is not about technology. The objective is to provide students with a sound understanding of electronic commerce applications and to foster their ability to define strategies for implementing such applications in organizations. Students do not write code, design websites, or develop databases in this course. This c ourse is not designed to further student working knowledge of internet development tools.
Rather it is designed to advance student understanding of the strategic issues managers face in digital world.
Appendix A shows the course syllabus.
IV. COURSE OBJECTIVES
The overall objective of the course is to provide students with a sound understanding of electronic commerce applications and to foster their ability to define strategies for implementing such technologies in organizations. Upon successful completion of the course, students should be able to:
• Assess the current state of electronic commerce and explain how electronic commerce can be used to create a strategic competitive advantage for an organization.
• Assist in the development of a comprehensive electronic commerce strategy that incorporates an organization's goals and objectives including issues of technology, security, privacy, social, and ethical concerns.
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• Describe some of the electronic commerce best practices and recognize ways of using electronic commerce to improve intra-and inter-organizational processes.
• Analyze the impact that electronic commerce is having and will likely have on key sectors of the economy and assess the strategic implications this analysis holds for an organization.
V. COURSE CONDUCT TOPICS
In this 14-week course, we cover five summary topics (modules) related to different aspects of electronic commerce strategy. The topics,
• E-commerce and strategy basics,
• Understanding the customer,
• Implementation issues, and
• Ethics and privacy, are presented in sequence and are designed to build on one another. We use a text, "Electronic Commerce: A Managerial Perspective" by Turban et al., [2000] together with supplemental readings to provide the basic content f or the modules.
E-commerce and Strategy Basics. We begin the semester by discussing a well-known retail website (usually Amazon.com). Using this website, we introduce students to a variety of general E-commerce terms and applications.
But, rather than discussing the technology behind the applications, we ask the students questions about the decision to include such applications. We discuss h ow organizations can increase customer loyalty through personalization, CRM, and data mining applications. Students read industry white papers on CRM applications and their role in increasing customer loyalty. We discuss personalization technologies and t he justification for their use. For example, we examine why different types of products and different types of customers require different levels of personalization. And we discuss how these differences lead to varying results from personalization implementations.
E-commerce Classification. In module three, we discuss the major classifications of E-commerce: B2C, B2B, B2G, etc… Within each classification, we identify the major strategic decisions a company must make in order to compete. For example, should the company have a local, regional, national, or international focus? Students are often surprised to see that, although Ecommerce can give local companies an international presence, sometimes it does not make good business sense to do so. Though the tendency when Communications of AIS, Volume 7 Article 22 9 Taking the Technology Out: Using a Strategic E-Commerce Focus in the CIS Classroom discussing E-commerce models is to focus primarily on business-to-consumer (B2C) retailing examples, we spend a comparable amount of time discussing Ecommerce in the service sector, business-to-government (B2G), government-toconsumer (G2C), B2B and intra-organizational processes. Further, we discuss supply-chain management, online exchanges, B2B auctions, and the role of intranets in streamlining information transfer within single organizations.
Implementation Issues. The major implementation issues include security and electronic payment options. Building on the lessons learned earlier in the semester, we pose questions relating implementation issues to demographic and strategic concerns. For example, retail companies targeting the youth market need to consider, and perhaps invest in, alternative forms of payment. What do you do when your target consumer has special needs (be they credit card alternatives, heightened security concerns, or some other need)? Again, rather than focusing on the technical side of implementation, we focus on the strategic decisions that must be made regarding the various implementation options.
Ethics and Privacy. Finally, we discuss a variety of E-commerce topics including ethical and privacy issues. Here we pull the semester together and revisit that initial website presented at the beginning of the semester. We discuss the impact of these strategic E -commerce decisions on the consumer, the organization, and the society as a whole.
FORMAT
The course meets Tuesdays and Thursdays for an hour and a quarter.
Each major course topic is covered over a two-to three-week module. Generally, the first week focuses on topic concepts and the second week focuses on a student-led case discussions. Periodically, we have guest speakers to add to our discussion of various topics. Guests are typically scheduled to present during the second week of a module. The pattern is as follows:
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Week 1 Thursday: We discuss current events on the topic. Students should prepare for the current events discussion by finding at least one article on the topic from the news. We also cover any remaining concepts not covered during the Tuesday session.
Week 2 Tuesday: We discuss the assigned case. A group of students is designated as discussion leaders for each case. The leaders prepare for the case discussion by creating a case summary, incorporating current events, and critically thinking about how the organizations actions affected their electronic commerce strategy.
Week 2 Thursday: We continue with the case discussion and discuss current events. I also discuss issues related to the preparation of the strategic plan.
TEXT AND READINGS
Student readings from the course textbook and assigned cases are required for our in-class discussions of course topics. The course textbook is:
Electronic Commerce: A Managerial Perspective, by Turban et al., [2000] . Cases and other readings are provided in class and on the course website as they are assigned. This white paper discusses the role of customer relationship management in e-commerce. However, the most valuable part of the white paper for our students is the discussion of personalization and the Peppers and Rogers marketing model, which is used to show that when it comes to personalization, not all customers or all products are created equal. Business students are often uninterested in government-related examples. However, electronic government applications, interacting with both citizens and businesses, are a growing area of e-commerce. Unfortunately, it is difficult to find rich examples of e -government cases rich enough for classroom discussion. This case received mixed reviews. Students found the content of the case to be interesting, were surprised to see how much more advanced electronic government applications are in Europe than in the U.S. Obviously, the ethical and privacy issues relating to e -commerce are numerous. As a result, the goal of these readings is to inform students about key issues and current thinking on them. This CIO.com article discusses the role of the Clinton Administration EC czar, Elizabeth Echols, and the issues being addressed in her working group. In more recent sections of the course, we use this article as a starting point to benchmark the current status of EC laws, taxation, international and other legislative issues.
Available at: http://www.cio.com/archive/041500/forall.html
In addition to the assigned readings, students are expected to monitor electronic-commerce-related websites at least once per week. Appendix B lists the websites monitored.
STUDENT EVALUATION
During the semester, student performance is evaluated along four dimensions -examinations, individual homework assignments, group project, and participation.
Students take one comprehensive examination during the semester. The topic examination, given after the completion of module four, is structured as both an in-class and a take-home examination. It is designed to test both student knowledge of particular concepts and student ability to integrate the concepts to form strategic decisions.
Individual homework assignments are designed to reinforce the concepts presented in modules. Students are required to complete three homework assignments during the course of the semester.
The course project is a major part of the class and serves as the final exercise for the students. The overall student goal of the course is to develop a comprehensive strategic plan for a company revising its EC strategy. To Class participation is essential to the overall success of the course and is a major portion of the course grade. We expect students to take part of the responsibility for learning in this course. The text provides a strong foundation in the concepts, but in order to stay current in the topic students must closely monitor current events. To that end, students are required come to class prepared to discuss topics covered in the textbook as well as current events covered in the general and trade press (e.g. Internet Week, Computer World, InfoWeek, CIO, Wall Street Journal) . Many of these media are available online.
Class participation is evaluated based on classroom comments, team activities, discussion assignments, and participation in the online discussion forum.
Periodically, students are asked to complete short discussion assignments. The same instructor taught all sections of the course. The course sections are capped at forty students and each semester the course waitlist contains enough students to fill another section. Demand for the course is high and the student course ratings indicate student satisfaction with the course. Indiana University conducts anonymous course evaluations at the end of each semester. Courses and instructors are evaluated using a 7-point Likert-type scale where 7 is strongly agree and 1 is strongly disagree. Since its inception, the mean student evaluation of the course are consistently higher than the Kelley School of Business average (Table 2) .
VI. COURSE OUTCOME
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14 Taking the Technology Out: Using a Strategic E-Commerce Focus in the CIS Classroom Student comments suggest that much of their satisfaction with course content is directly related the reaction of employers when they demonstrate their knowledge. One student remarked that her insightful comments on the importance of understanding the demographics of website customers, so impressed her interviewer that she received a job offer within the week. On a CIS club trip to Silicon Valley, several students noted that the many of the issues discussed in class were key topics of the presentations given at Sun, Intel, and
Accenture. This unsolicited reinforcement of the importance of the strategic focus helps to validate the course.
Employer response is equally favorable. Since the course inception, we have worked with several companies to help guide the course content development. Employers indicate that not only is the course content directly related to what students will face in the real world, but also that the course reinforces the importance of analytical skills.
VII. CONCLUSIONS
We are now in the third iteration of the course. With each semester we adjust the schedule, the number of assignments, and the timing of the modules.
Howe ver, we have found that the basic structure of the course works well for our undergraduate students. Two to three weeks per module is simultaneously long
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Teaching E-commerce with a strategic focus continues to be a challenge.
However, we attribute our success to several factors. First, we demonstrate the role of strategy and decision-making in E-commerce from day one. Second, we illustrate • that companies within the same industry make very different strategic decisions with respect to E-commerce, and
• that these decisions often lead to very different outcomes.
Finally, we keep the content current. Although we use existing cases and examples to form the basis of our discussions, we turn to current event cases to illustrate how companies are playing out these concepts. 
MOTIVATION
Generally speaking, electronic commerce refers the online exchange of goods and services within a business, between businesses, and between businesses and consumers. Organizations are using electronic commerce to provide customer service, to interact with internal and external stakeholders, to advertise, to develop products, and to distribute products and services. Forrester Research reports that business to business sales over the Internet equaled $43 billion in 1998, and they estimate that sales will reach $1.3 trillion by 2003. Business Week estimates that by 2003 e-business sales will total $67.4 billion in the travel industry, $80 billion in the financial services industry, and $108 billion in retail sales. Clearly, these business trends indicate a great need for professionals who understand both the value of using electronic commerce as a comprehensive business strategy and the technology needed to develop such electronic commerce applications. In this course we focus on electronic commerce strategy.
COURSE DESCRIPTION
This course will investigate how a variety of organizations (private, public, and non-profit) are using electronic commerce applications to reach their organizational goals. These applications will illustrate consumer to business, business-to-business, and intra-organizational electronic commerce in physical
Communications of AIS, Volume 7 Article 22 18 Taking the Technology Out: Using a Strategic E-Commerce Focus in the CIS Classroom as well as digital products and services. We highlight the different business models underlying these electronic commerce applications, and will discuss them from both an operational and strategic perspective. We use several key questions to focus our inquiry into the world of electronic commerce: Who are the customers? What is the industry environment? How can e-commerce be used to deliver a particular good or service? What model of e-commerce should the organization use? To answer these questions, we examine a wide variety of examples to see what strategies have been successful in the past and what strategies will likely succeed in the future. In addition, we discuss basic infrastructure, security, and privacy issues. Discussions will be complemented by demos as appropriate. However… THIS IS NOT A TECHNOLOGY COURSE. The objective of the course is to provide students with a sound understanding of electronic commerce applications and to foster their ability to define strategies for implementing such technologies in organizations. You will not write code, design websites or develop databases in this course. This course will not further your working knowledge of internet development tools, but it will advance your understanding of the strategic issues managers face in digital world.
PRE-REQUISITES
Pre-requisites: x201, s205, s302, ICORE
TEXT AND READINGS
Textbook:
Turban/Lee/King/Chung. Electronic Commerce: A Managerial Perspective, Prentice-Hall, Inc. 2000. ISBN: 0-13-975285-4 Cases: Available in class and on the course website Websites:
In addition to the text and cases, students will be expected to monitor electronic commerce related websites at least once per week.
COURSE OBJECTIVES
The overall objective of the course is to provide students with a sound understanding of electronic commerce applications and to foster their ability to define strategies for implementing such technologies in organizations.
Upon successful completion of the course, students will be able to:
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♦ Assist in the development of a comprehensive electronic commerce strategy that incorporates an organization's goals and objectives including issues of technology, security, privacy, social and ethical concerns.
♦ Describe some of the electronic commerce best practices and recognize ways of using electronic commerce to improve intra-and interorganizational processes.
♦ Analyze the impact that electronic commerce is having and will likely have on key sectors of the economy and assess the strategic implications this analysis holds for an organization.
EXPECTATIONS OF STUDENTS
Professionalism. Professionalism is an expected and required part of every assignment. Prepare your assignments as if you were giving them to an employer. Papers should be neatly typewritten, and stapled. Your answers should be clearly m arked. You will not receive full credit for assignments presented in an unprofessional manner. We discuss specific criteria for each individual assignment.
Entrepreneurship.
A high level of individual student motivation and initiative is expected. Be creative. Use the vast amount of online resources and be prepared to discuss issues in class. Both individual and group learning assignments require a certain amount of self-guided research, experimentation, and most of all an entrepreneurial attitude.
Flexibility. This is the first time we are offering a course of this nature to undergraduate students. In fact, you are among a select few undergraduate students across the country that are able to take such a course. Few models for courses of this type exist. Add to this, the ever-changing nature of the world of electronic commerce and we have an exciting course that will evolve over the course of the semester. Your flexibility and cooperation as the course develops through the semester are critical to our success. Class Participation. Class participation is essential to the overall success of the course and is a major portion of your course grade. You are expected to take part of the responsibility for your own learning in this course. The world of electronic commerce changes fast and changes frequently. The text will give you a strong foundation in the concepts, but in order to stay current in the topic you must closely monitor current events. To that end, you should come to class prepared to discuss topics covered in the textbook as well as current events covered in the general and trade press (e.g. Internet Week, Computer World, InfoWeek, CIO, Wall Street Journal). Many of these media are available online.
Your class participation will be evaluated on several dimensions.
1. Classroom comments. You will be called upon during class sessions, student speaker presentations, and guest speakers. Be prepared. Ask yourself the following: Do your peers value your comments? Do your comments reflect that you are paying attention?, and Are your comments supported by the readings?.
2. Team activities. We work on various team activities during some class sessions. For these activities, your presence and participation will be recorded.
3. Discussion assignments. Various assignments (including cases) will be given during the semester. These assignments will count toward your participation grade. Most of these assignments will be background work for class discussions. You will be expected to prepare written comments and to participate actively in the discussions. Again, your presence and participation will be recorded.
4. Online discussions. We use an online forum to support general classroom discussions. Each student is expected to contribute at least 6 articles (1 per topic) to the forum to help build a repository of information for the class. Each article must be an original posting (meaning you must check to make sure no one has already posted the article). Post the article no later than Tuesday of week 2. Provide a brief (1 paragraph) summary for the article. Posting title should follow this guideline: TOPIC: Article title. You are encouraged to post additional resources and comment on the resources posted. Insightful comments on others posting will be highly regarded.
Your participation in the forum will be logged and recorded.
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COURSE CONDUCT
♦ Format
We cover six comprehensive topics related to electronic commerce. Each major course topic will be covered over a two -week period. Generally, the first week will focus on topic concepts and the second week will focus on a student lead case discussion.
WEEK 1 TUESDAY: During this session we introduce the topic through a brief (20 minute) discussion of a mini-case. Typically this mini-case will come from the text and will focus our attention on key concepts. During the remainder of this session, the instructor will present the basic concepts associated with the topic. WEEK 1 THURSDAY: During this session we discuss current events on the topic. Students should prepare for the current events discussion by finding at least one article on the topic from the news. We also cover any remaining concepts not covered during the Tuesday session. WEEK 2 TUESDAY: During this session we discuss the assigned case. A designated group of students will be designated as discussion leaders for each case. Discussion leaders should prepare for the case discussion by preparing a case summary, incorporating current events, and critically thinking about how the organizations actions affected their electronic commerce strategy. WEEK 2 THURSDAY: During this session we continue with the case discussion and will discuss current events. I will also discuss issues related to the preparation of the strategic plan.
Periodically, we have guest speakers to add to our discussion of various topics. These guests will be announced as soon as the dates of their visits are confirmed.
Class session will begin promptly. It is a distraction to both the instructor and your classmates to walk in during the middle of the class sessions. Excessive lateness will not be tolerated.
♦ Communication
The instructor will use the course website to notify students of any changes in the course syllabus or other pertinent information. Please check the course website Communications of AIS, Volume 7 Article 22 22 Taking the Technology Out: Using a Strategic E-Commerce Focus in the CIS Classroom frequently (at least every day). Grades will be posted on the Web using the Post 'em grade reporting system.
GRADING AND ASSIGNMENTS
During the semester, your performance will be evaluated along several dimensions. The relative weights of the various assignments on the course grade are as follows:
Midterm Exam 25% Individual Homework Assignments 30% Team Project: Strategic Plan and presentation 30% Class Participation 15% TOTAL 100%
TEAM PROJECTS
The overall goal of the course is for you to develop a comprehensive strategic plan for a company creating its EC strategy. To complete this plan, you will work as member of a consulting project team. You will be assigned to a team during the second week of the semester. Each team will have 5-6 members. Team members should feel free to utilize each other's skills and talents on the assignments. In order to facilitate team interaction we have periodic team building exercises during classroom discussions. However, inter-team communication regarding these projects is expressly prohibited. All questions regarding the projects should be directed to the instructor.
If your team encounters problems with "free-riders", notify the instructor immediately. I will encourage the project member to become more involved with the team. Any member of a team who has been identified as not contributing toward the completion of the project is subject to receiving a grade of zero on the project. Also, as a last resort, a team member can be fired for the lack of critical effort and involvement with the team. Fired team members will the n be required to finish the project on their own. Each member of the team will be asked to provide a peer evaluation of the proportion of work done by each team member. The number of points earned will be adjusted accordingly. Also, the instructor will monitor on-line team project discussions to gain first-hand knowledge of team member contributions. 
INDIVIDUAL ASSIGNMENTS
Several individual assignments will be given in this course. Although each student is responsible for his or her own work, questions on the mechanics of these projects may be addressed to anyone, including other S435 students. Questions on the substance of the assignments should be addressed to the instructor.
ASSIGNMENT POLICY
Assignments are due at the beginning of class on the specified date unless a change is announced. Any assignment not submitted within at the beginning of the class session is late. Late assignments will not be accepted. "NO LATE ASSIGNMENTS."
Exam dates are firm unless a change is announced in class. No make-up exams.
CASE WRITE-UPS
We discuss six major cases during the course of the semester (one for each topic). To prepare for the case discussions, each student will be required to prepare and submit two case write-ups. Case assignments will be posted on the course website. In general, the case write -ups should summarize the major facts of the case, incorporate current events, and demonstrate a level of critical thinking about the organization's electronic commerce strategy.
STRATEGIC PLAN -TEAM PROJECT
Early in the semester, your team will be given a brief (1-2 page) description of a company who wants to begin or enhance their electronic commerce activities. Your job is to develop a comprehensive strategic plan for the company. In other words, you will give the company a direction in which to proceed. The resulting plan must be comprehensive enough that the company could use your plan to move directly to implementation. In addition to the 20-30 page plan, each team must prepare a formal 20-25 minute presentation to outline their proposed course of action. The course instructor and a panel of experts will evaluate your strategic plans and presentations. They will be ranked and graded relative to the other projects in the course.
